
TANZANIA

ONLINE 
MEDIA

INNOVEX

USICHUKULIE POA NYUMBA NI CHOO CAMPAIGN

QUARTER 4 PUBLIC RELATIONS REPORT

OCTOBER-DECEMBER, 2019



Highlights1

Reach2

Volume3

Engagement4

Influence5

Thematic Areas6

Sentiment Analysis7

CONTENTS



1

Highlights

❖ The #Nyumba ni Choo Campaign in the reviewed quarter indicated about 4.3 thousands mentions on the online 
media, equivalent to 40.3% increased mentions as compared to previous period.

❖ Twitter had more posts (416 posts) on #Nyumba ni choo Campaign related stories in the reviewed quarter.
❖ ITV Tanzania @facebook.com had more engagement stories (14,000 engagements) on #Nyumba ni choo 

campaign in the reviewed quarter.
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Reach

❖ The #Nyumba ni Choo campaign had 4,414,226 potential reach online on the reviewed quarter.

❖ The results indicated a 9311% increased reach as compared to 46,905 reach on previous
quarter .

✓ The increased reach on # Usichukulie Poa Nyumba ni Choo related 
stories online might be due to increased shares of mentions and/or 
stories on the campaign on twitter and facebook by 44.4% and 32.1% 
respectively.
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4.3 K mentions

Most mentions were on #world toilet
day and key issues were on toilet
cleanliness and good handling of
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❑ Twitter platform continued pushing the largest chunk of the
online publicity, mainly due to the Retweet functionality on
the platform.

❑ Twitter’s ease of use allowed for quick content
sharing(retweets), liking and commenting/replying.

1

2

2

11

12

17

70

4209

YouTube

Forums

Newspaper

Online News

Instagram

Blogs

Facebook

Twitter

Mentions Source Media Types

Engagement

❑ The #Nyumba ni choo campaign related stories indicated
31.4 thousands engagements on online media.

❑ The results imply 12.3% increased engagements as compared
to the previous period.
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Influence

✓ ITV Tanzania on 
#facebook and 
#Instagram appeared 
to be the top influencer 
of the #Nyumba ni
choo campaign in the 
reviewed quarter. 

✓ Twitter had the highest 
engagement on  the 
#Nyumba ni choo 
campaign in the quarter
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❑ The word cloud above is a representation of the topics around which the online publicity revolved around.
❑ The sizes are proportional to the amount of publicity under each topic.

Thematic Areas of Publicity
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❑ The whopping 93% Positive share of publicity was largely
driven by Nyumba Ni Choo’s own content, and
subsequent replies and retweets which somewhat meant
endorsements.

❑ The mobilization from influencers with informative posts
also contributed to the above occurrence; one of the
indicators of the campaign’s success.
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Sample Positive Snapshots
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Sample Positive Snapshots
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Blog Posts Snapshots
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P R M E T R I C S - D E F I N I T I O N S

1. Thematic Breakdown: The topics around which the conversations and mentions revolved.

2. Sentiments Analysis: The tone of the message i.e. Positive, Neutral and Negative tones.

3. Volume & Daily trends: The total number of mentions and their daily distribution throughout
the period under analysis.

4. Influence: The frequency and amount of exposure of various posts, from various authors and
websites/blogs.

5. Engagement: The shared experience and activities around different mentions and posts,
including Shares(Reposts), Likes, and Comments/Replies.

6. Reach: The level of exposure to which the mentions and posts were subjected to. This is drawn
from the summation of audience numbers, i.e. the individual authors’ followers, and average
number of website visits, over a period of time.
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